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 Marketing 4580: Marketing Management (Fall 2015) 
 
 
Instructor:   Dr. Kyeong Sam Min 
Office:   343-D Kirschman Hall 
Office Phone:  (504) 280-6195 
E-mail: kmin@uno.edu (When you write an e-mail, please include “MKT 4580” in 
the subject line.  I will check and respond to e-mail communications at least 
once every 24 hours, Monday through Friday)   
Office Hours:  Tuesday: 9:00 – 10:30 am, 5:00 – 6:00 pm; 
   Wednesday: 9:00 – 10:30 am;  
   Thursday: 9:00 – 10:30 am; or by appointment 
Class Hours:   Tuesday/Thursday 11:00 – 12:15 pm 
Class Room:  209 Kirschman Hall 
 
Prerequisites: 
 
 12 hours of marketing which must include Marketing 3501, 3505, and 3510.  You must 
have these prerequisites to take this course!!   
 
Text: 
 
 Marketing Strategy (6th edition), by O.C. Ferrell & Michael D. Hartline, 2014. (ISBN # 978-
1-285-07304-0).   
 
Course Description & Objectives: 
 
 This course is the first in a series of two capstone courses required of marketing majors. The 
main objective of this course is to integrate the knowledge gained through previous 
marketing courses and to arrive at a synergistic approach to marketing.  Also, throughout the 
course, an emphasis is placed on the total organization and how marketing must be 
coordinated across multiple functions.  By the end of the course, the student will be able to 
effectively develop, implement, and control a marketing plan.  In addition, a strong emphasis 
will be placed on improving communication skills both oral and written. 
 
Course Activities: 
 
 Through your study of marketing management, you will acquire the skills necessary for 
decision-making in a dynamic business environment.  The primary objective of this course is 
for it to be a long-term resource that will be of value to you in your career.  Therefore, rather 
than requiring memorization of facts (that are quickly forgotten), this course focuses upon 
developing skills of lasting value:  critical thinking, the ability to apply information, decision-
making, and communication. In addition to brief lectures, the instructor will utilize class 
discussion, activities, brief cases, and presentations to help facilitate learning.  It is imperative 
that you be prepared for each and every class meeting. 
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Attendance Policy: 
 
 I expect you to attend class on a regular basis.  Your grade is at risk every time you are not in 
class.  If you do not attend, you are missing material.  Also, if you are absent on a day of an 
in-class assignment, you will receive a 0 for that assignment. 
 
 Further, if you miss more than 6 classes (i.e., roughly one-fourth of the class), your 
final grade will be lowered by 10 points.  Each additional absence beyond 7 will result 
in another 5-point deduction from your final grade.   
 
Grade: 
 
 Your grade will be computed as follows: 
 
1. The individual component will consist of:  
 
Exam 1 (150 points)     30% 
Exam 2 (150 points)     30% 
Assignments (25 points)       5% 
Class attendance and participation (25 points)   5% 
 
2. The group component will consist of:  
 
Group Project: Paper (125 points)    25%   
Group Project: Presentation (25 points)     5%   
       === 
Total (500 points)*:     100% 
 
*Extra credit opportunities (up to 8 points) during the semester may be offered (see 
Appendix A).     
 
 Further, the grading scale is: 
 
90-100% A  80-89.9% B 
70-79.9% C  60-69.9% D 
0-59.9% F 
 
Exams: 
 
 Exams will be composed of multiple choice, short answer, essay and/or application 
questions.  Grades on all written answers will be based on both the content and the 
structure of the answer.  Exams will cover both assigned readings and additional materials 
covered in class.  Therefore, if you miss any class, be sure to obtain class materials missed.   
 
 No make-up exams will be given except under highly extenuating circumstances and 
with prior approval of the instructor.  Two conditions must be met to warrant approval:  
(1) there is an emergency that the student discussed with me before missing the exam and 
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(2) documentation of the emergency situation is provided.  Otherwise, the student will 
receive 0 points for that exam. All make-up exams will be composed of all essay questions. 
 
 No substantive questions about the exam material will be answered during the test 
so that all students can be treated equally.   
 
 Students are not allowed to leave the classroom while taking a test.  Please make your 
visits to the bathroom and make sure you have tissue for your runny nose before the test 
begins. 
 
Assignments: 
 
 Various group and individual assignments will be given throughout the semester to help 
facilitate the learning process.  These assignments will be in-class or/and out-of-class 
assignments.  If you are not present for an in-class assignment, you will receive a 0 for 
that assignment (see Attendance Policy).   
 
Class Participation: 
 
 Class participation is a must for success in this class.  As a co-producer of your education 
experience, you’re expected to be on time for every class, be prepared to discuss issues and 
to respond to the ideas of your class fellows.  It is not just the frequency of your 
participation that matters but the quality of your comments as well.  It is a good idea for you 
to monitor yourself to make sure that you’re able to demonstrate your learning through 
active participation.   
 
Points Description 
25 A consistent leader in the work of the class. Always prepared and has worked out 
an analysis of assigned readings. An initiator of class discussion.  Excelled in 
interacting with classmates in a professional manner.  Comments are focused, 
integrative, demonstrate preparation, and indicate active listening. 
20 Quality participation based on sound preparation. Regularly responds to an 
instructor’s comments and questions.  Also responds to comments of classmates. 
Occasionally takes the lead in class discussion. Often volunteers illustrations 
about the subjects being discussed.  
15 Occasional contributions to class based on solid preparation. Occasionally 
responds to the remarks of the instructor and/or classmates. Rarely, if ever, 
volunteers to begin a discussion 
10 Answered questions from the instructor.  Responded to other students, but not 
consistently 
5 Answered questions from the instructor. Otherwise, did not take part 
0 Took no part in classroom discussion or activities 
 
Group Project: 
 
 You team will be composed of 4-5 members.  By the end of the second week, each team 
is expected to turn in a typed memo, including a team name, a list of its team members, and 
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a brief description of your project.  Each team will write and present a marketing plan for a 
local company or organization that suffers from any important marketing problem.  
 
 Your team is expected to turn in drafts by the due dates indicated in Appendix B. 
 
 The team will submit the written marketing plan that accounts for 25% of your final grade 
(see Appendix C), and each team member will be required to participate in the preparation 
of the marketing plan.  In addition, your team will do an oral presentation of your marketing 
plan (approximately 20 minutes) that accounts for 5% of your final grade.  Your marketing 
plan will be evaluated on the basis of the thoroughness, originality, and analytical rigor as well as 
your ability to clearly communicate.  Your team is expected to post your presentation slides on 
Moodle at least 8 hours prior to your talk. 
 
 At any time during the semester, a team may fire a team member.  In order to fire a team 
member, all members of the team must sign a letter stating the reasons that this team 
member is being fired. The fired team member is entitled to use all of the work that the team 
has completed up to that point, but must complete the remainder of the project on his/her 
own.  Fired team member(s) may not join up with an existing group. 
 
Cell Phones & Pagers & Other Equally Disruptive Behaviors: 
 
 All pagers and cell phones/smart phones will be turned off in class unless I am 
notified prior to class of a possible emergency requiring the devices to be left on (a personal 
emergency is a sick parent or child, not firming up your plans for Friday night).  Failure to 
adhere to this policy will result in a warning on the first offense and a 10-point 
deduction from your final grade on each subsequent offense.   
 
 Students who exhibit other disruptive behavior such as studying or working on assignments 
for other classes, reading the newspaper, and carrying on distracting conversations with 
neighbors will be warned and/or asked to leave the classroom.   
 
Moodle: 
 
 Course documents will be available on Moodle.  Please check Moodle on a regular basis.  
Also be sure to download any documents that you might need prior to coming to class. 
PowerPoint slides and handouts will not be distributed in class, but they will be available on 
Moodle.  Further, important course announcements will be posted there. 
 
Academic Integrity: 
 
 Academic integrity is fundamental to the process of learning and evaluating academic 
performance.  Academic dishonesty will not be tolerated.  Academic dishonesty includes, but 
is not limited to, the following: cheating, plagiarism, tampering with academic records and 
examinations, falsifying identity, and being an accessory to acts of academic dishonesty.  
Refer to the UNO academic dishonesty policy for further information.  
http://www.studentaffairs.uno.edu/studentpolicies/policymanual/academic_dishonesty.cfm 
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Accommodations for Students with Disabilities: 
 
 It is University policy to provide, on a flexible and individualized basis, reasonable 
accommodations to students who have disabilities that may affect their ability to participate 
in course activities or to meet course requirements. Students with disabilities should contact 
the Office of Disability Services as well as their instructors to discuss their individual needs 
for accommodations. For more information, please go to http://www.ods.uno.edu. 
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Tentative Schedule  
MKT 4580: Marketing Management (Fall 2015) 
 
Week Class Reading  Assignment 
due 
1 August 20 Course Overview : 
Chapter 1 Marketing in Today’s Economy 
 
2 August 25 Chapter 1 Marketing in Today’s Economy  
August 27 Chapter 2: Strategic Marketing Planning Topic and 
team list 
3 September 1 Chapter 3: Collecting and Analyzing Marketing 
Information 
 
September 3 Chapter 3: Collecting and Analyzing Marketing 
Information; 
Guest Speaker: Ms. Sonnet Ireland (UNO Librarian) 
 
4 September 8 Chapter 4: Competitive Advantage & Strategic Focus  
September 10 Chapter 4: Competitive Advantage & Strategic Focus  
5 September 15 Chapter 5: Segmentation and Target Marketing Draft #1 
September 17 Project Work Day 1  
6 September 22 Chapter 5: Segmentation and Target Marketing  
September 24 Chapter 5: Segmentation and Target Marketing  
7 September 29 Chapter 6: Marketing Program-Product strategy  
October 1 Project Work Day 2  
8 October 6 Exam 1 (Chapters 1, 2, 3, 4, and 5)  
October 8 Chapter 6: Marketing Program-Product strategy  
9 October 13 Chapter 6: Marketing Program-Product strategy  
October 15 Mid-Semester Break   
10 October 20 Chapter 6: Marketing Program-Pricing strategy Draft #2 
October 22 Marketing Week Guest Speaker  
11 October 27 Chapter 6: Marketing Program-Pricing strategy  
October 29 Chapter 6: Marketing Program-Supply chain strategy  
12 November 3 Chapter 6: Marketing Program-Supply chain strategy  
November 5 Chapter 6: Marketing Program-IMC strategy  
13 November 10 Chapter 6: Marketing Program-IMC strategy  
November 12 Chapter 7: Branding and Positioning  
14 November 17 Chapter 8: Ethics and Social Responsibility  
November 19 Chapter 9: Marketing implementation and Control  
15 November 24  Project Presentations I  
November 26 Thanksgiving Holiday  
16 December 1 Project Presentations II  
December 3 Project Presentations III 
Course Wrap-Up and Exam Review 
Final report 
17 December 8 
(Tuesday) 
10:00 – 11:30 am: Exam 2 (Chapters 6, 7, 8, and 9) 
THE COURSE SYLLABUS PROVIDES A GENERAL PLAN FOR THE COURSE; 
DEVIATIONS MAY BE NECESSARY.
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Appendix A. Extra Credit Opportunities 
 
One option for extra credit is to earn research credit points by participating in faculty members’ 
research projects.  Through participating in research you will learn how researchers acquire new 
knowledge that they then convert into principles that you read about in your textbooks. The 
researcher projects that you will choose from will be in the domain of Management, Marketing, 
Psychology, or Hotel, Restaurant, and Tourism.   
 
To participate in these studies, you need to first register at https://uno-bus.sona-systems.com by 
August 31st, (Monday), 2015.  Various studies will be posted and announced there.  Each survey that 
takes up to 30 minutes will be considered to be 1 research credit point.  You can earn up to 5 
research credit points from this course, which is equivalent to up to 2.5 hours of research 
participation (You’ll also earn 1 research credit point by completing the prescreening survey).  Your 
research credit points will be posted on Sona Systems within a week after you participate in the 
study, so you need to ask each researcher, not your instructor, about your research credit status.  By 
December 1st (Tuesday), you also need to allocate all of the research credit points you’ll earn among 
multiple courses if you are enrolled for more than one course that is listed on Sona Systems.   
 
The data you provide will be used purely for academic research and not for any commercial purpose.  
If you cannot participate in the regular research activities mentioned above, you have an option to 
earn research credit by reading an academic journal article which is assigned by your instructor and 
then writing a thought paper on the assigned reading.  To use this writing option, you are required to 
show documents to you instructor why you could not participate in other regular studies (e.g., 
medical emergency during the semester). 
 
You are under no obligation to participate in these studies. Not participating in any studies will not 
prejudice you or affect your grade except that this study cannot be counted as one of your extra 
credit activities if you do not participate. Rather, your participation can help to improve your final 
grade because the research credit points will be added up to your final grade.   
 
Finally, you can also earn up to 2 additional extra credits by attending a department- or college-wide 
activity (e.g., AMA presentation meeting) or participating in course-related activities that will be 
announced by your instructor over the semester.  Extra credit opportunities will be available until 
the last day of the class. 
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Appendix B. Marketing Plan Dues 
 
 
Deadline #1: September 15th (Tuesday) 
 
 You are to turn in a draft of the Situational Analysis and SWOT Analysis sections (Parts II and 
III) of your marketing plan. I will not be formally grading this section. However, I will be 
providing you with feedback that will help you improve this section and ultimately your final 
grade. Failure to turn in an acceptable draft of this section by the deadline will result in a 15 
point deduction from the final paper grade. 
 
Deadline #2: October 20th (Tuesday)  
 
 You are to turn in a draft of the Marketing Goals & Objectives (Part IV), Target Market/Segment, 
and Product aspect of the marketing mix (a portion of Part V). I will not be formally grading 
this section. However, I will be providing you with feedback that will help you improve this 
section and ultimately your final grade. Failure to turn in an acceptable draft of this section 
by the deadline will result in a 15 point deduction from the final paper grade. 
 
Final Deadline: December 3rd (Thursday) 
 
 The final version of your marketing plan is due on this date.  You are expected to have 
incorporated the feedback received during the course of the semester. Remember this 
version of the paper constitutes 25% of your final grade. Don't forget to include major 
components of the project outline shown in Appendix C.  
 
 Remember that if you don't pull your weight on a project, you can be fired by your 
group. If you are fired from your group, you are on your own for the remainder of the 
project and for the presentation. See the syllabus for further details. 
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Appendix C. Outline of the Marketing Plan 
 
I. Executive summary1 and Table of contents:  
The marketing plan should open with a brief summary of the main goals and 
recommendations. The executive summary permits senior management to grasp the plan’s 
major thrust. A table of contents should follow the executive summary. 
 
II. Situational Analysis (2-3 pages):  
This section should cover an analysis of the internal and environment, customer 
environment, and external environment, which will be used to carry out a SWOT analysis. 
 
III. SWOT Analysis (2-3 pages) 
This section describes key internal strengths and weaknesses of your client along with key 
external opportunities and threats and then summarizes their implications. 
 
IV.  Marketing Goals and Objectives (1-2 pages) 
It is expected to list a few general goals for the client to accomplish along with their 
corresponding objectives that can be measured in a specific time frame.  
 
V. Marketing Strategy (5-6 pages):  
Here the product manager defines the target market(s)/segment(s), namely those groups and 
needs the market offerings are intended to satisfy. The manager then establishes the product 
line’s competitive positioning. Before finalizing your best strategy, you need to evaluate 
potential alternative strategies. Key components are: 
 Market Segmentation and Targeting (see Table 1: Market Segment Evaluation) 
 Product Positioning 
 Overall Alternative Strategies (see Table 2: Alternative Strategy Evaluation) 
 4P Mix Strategies 
 
VI. Marketing Implementation (7-8 pages):  
This section describes how the marketing strategies will be executed. You need to address 
the following in a table format: 
 What specific marketing activities will be undertaken? 
 When will these activities be performed? 
 Who is responsible for the completion of these activities? 
 How much will these activities cost? 
 
VII. Evaluation and Control (1-2 pages):  
Two areas need to be briefly addressed. First, marketing control must be outlined. Secondly, 
a financial assessment of the marketing plan must be conducted. 
 
VIII. Appendices and References (up to 10 pages):  
In addition to the references, you need to include any tables and figures that are relevant to 
your argument in the main body.  It is important for you to appropriately cite them in the 
body (e.g., see Table 1) using a commonly accepted style (e.g., APA, MLA, Chicago). 
                     
1 Unlike other sections, the “Executive summary” in Part 1 should be single-spaced. 
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Table 1. Market Segment Evaluation (Example): 
 
Criteria Importance 
weight* 
Ratings of each segment ** 
Segment 1 Segment 2 Segment 3 
Size  5 5 2 4 
Growth potential 3 1 4 3 
Profitability 3 2 4 2 
Ease of access 4 4 2 3 
Low competition 2 3 2 1 
Total***  56 46 49 
*The importance weight ranges from 1 (extremely unimportant) to 5 (extremely important). 
 
** The rating of each segment ranges from 1 (extremely unattractive) to 5 (extremely attractive). 
 
***The total rating for each segment can be calculated by multiplying the importance weight by the 
rating of each segment per criterion and then by adding up the numbers.  For example, the total 
ratings for Segments 1, 2, and 3 are generated as follows:  
 
 Segment 1’s total rating: 5*5 + 3*1 + 3*2 + 4*4 + 2*3 = 56 
 Segment 2’s total rating: 5*2 + 3*4 + 3*4 + 4*2 + 2*2 = 46  
 Segment 3’s total rating: 5*4 + 3*3 + 3*2 + 4*3 + 2*1 = 49 
 
 
Table 2. Alternative Strategy Evaluation (Example): 
 
Criteria Importance 
weight* 
Ratings of each alternative strategy** 
Strategy 1 Strategy 2 Strategy 3 
Impact on long-term sales 5 3 4 5 
Impact on short-term sales 4 5 1 2 
Impact on brand awareness 3 3 5 4 
Ease of implementation 3 4 2 1 
Compatibility with the 
mission 
2 4 5 2 
Total***  64 55 52 
*The importance weight ranges from 1 (extremely unimportant) to 5 (extremely important). 
 
** The rating of each alternative strategy ranges from 1 (worst) to 5 (best). 
 
***The total rating for each strategy can be calculated by multiplying the importance weight by the 
rating of each strategy per criterion and then by adding up the numbers.  For example, the total 
ratings for Strategies 1, 2, and 3 are generated as follows:  
 
 Strategy 1’s total rating: 5*3 + 4*5 + 3*3 + 3*4 + 2*4 = 64 
 Strategy 2’s total rating: 5*4 + 4*1 + 3*5 + 3*2 + 2*5 = 55  
 Strategy 3’s total rating: 5*5 + 4*2 + 3*4 + 3*1 + 2*2 = 62 
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Appendix D. Marketing Plan Evaluation Form  
 
Criteria 
 
Points 
Thoroughness (Covering all of the key areas) 
 
 Executive summary and table of contents 
 Body coverage (problem identification, situational/SWOT analysis, 
marketing goals/objectives, segmentation/targeting, marketing strategy, 
implementation, evaluation and control, etc.) 
 Body length (at least 15 pages, double-spaced) 
 Appendices and references (e.g., segmentation table, positioning map, 
alternative evaluation table, implementation table, etc.) 
 
/25 
Analytical Rigor (Using well-justified claims) 
 
 Using a strategic tool/framework (e.g., SWOT, Product-Market 
expansion grid, Blue ocean strategy, etc.) 
 Systematically evaluating segments and selecting target segments 
 Systematically evaluating alternative strategies 
 Using relevant data or references to support claims 
 
/25 
Originality (Introducing creative but actionable ideas) 
 
 Examining an interesting marketing problem  
 Offering unique solutions that are specific to the client 
 Offering detailed ideas and examples (e.g., new print ads) 
 Providing an actionable implementation plan  
 
/25 
Clear Communications (Clearly conveying a simple story) 
 
 Avoiding using contradictory or exaggerated claims  
 Effectively organizing paragraphs (e.g., a topic sentence, multiple 
paragraphs per page, transition sentences, sub-headings, etc.) 
 Using standardized font size & citation style (e.g., APA, Chicago) 
 No typos 
 
/25 
Overall Impression (Can you WOW your audience?) 
 
 Does the report contain a big idea that can make a difference? 
 
/25 
Total 
 
/125 
. 
